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ABSTRACT 
The research study main aim was to determine the innovation process and organizational 
performance of packing industry in Kenya a case study of packaging industry limited with 
specific objectives being to examine how technological innovation affects performance of 
Packaging Industry Limited; to establish how product innovation affects performance of 
Packaging Industry Limited; to examine how market innovation affects performance of 
Packaging Industry Limited and finally to establish how process innovation affects 
performance of Packaging Industry Limited. The findings will be the reference point to other 
researchers in the same field and the knowledge generated by this study will enable scholars 
to improve and develop a better understanding on the subject. The study was anchored on the 
following theories goal setting theory, institutional theory and expectancy theory. The study 
variables are technological innovations, product innovations, market innovations and process 
innovations. Descriptive research design was adopted for the study with the target population 
being 100 respondents comprised of senior managers, middle level managers and non-
management that were randomly selected. Stratified proportion sampling was involved in 
order to get a suitable unit of representative of analysis. Questionnaires were administered as 
the main data collection tool. Questionnaires were pilot tested before being administered to 
the target audience. Analysis of data was done using descriptive statistics. Specifically, 
means, averages and percentages was used in the study. The data analysis tools were simple 
statistics and quantitative methods. The study therefore concludes that there is a positive and 
significant effect of product innovation strategy on performance of Packaging Industry 
Limited. The study further concludes that among the innovation strategies included in the 
study, product innovation strategy had the most influence on performance of Packaging 
Industry Limited. The study affirmed that market innovation strategy had a significant effect 
on performance. The study therefore concludes that there is a positive and significant effect of 
market innovation strategy on performance of Packaging Industry Limited. The study 
concludes that market innovation strategy was the second most significant innovation strategy 
to affect performance of Packaging Industry Limited. The study recommends that Packaging 
Industry Limited should continuously engage in product innovation to enhance the 
competitive advantage it possesses against other players in the sector. This can be achieved by 
conducting market research among its users and non-users to identify products that they can 
introduce into their product catalogue. 
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OPERATIONAL DEFINITION OF TERMS 
 
Technological Innovation    Is comprises new process and new product and also 
significant technological changes of processes and 
product (Testa & Massa, 2008). 
Product Innovation  Is the introduction of fresh merchandise or service that 
is new or an improved version of the older product or 
service (Norman, Artz, Hatfield, & Cardinal, 2010). 
Market Innovation  Comprise the mix of targeting markets and how 
selected markets are best served and seeks to identify 
and provide new and better markets and better strategies 
to reach target markets (John, 2007). 
 Innovation Processes   Is the implementation of new enhanced delivery in 
production that includes the update of equipment, 
techniques and software (Abdi & Ali, 2013). 
Organizational Performance    Is the expected performance that results after achieving 
externals and internals objectives of a company (Peng, 
Lin, & Kao, 2008). 
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CHAPTER ONE 
INTRODUCTION 
1.0 Introduction 
This chapter reviews the research study background, the research study problem statement, 
objectives of the study, research study questions, significance and scope of the study which to 
determine the innovation process and organizational performance of packing industry in 
Kenya case study of Packaging Industry Limited. 
1.1 Background of the Study 
Understanding the relation between innovation strategies and performance in both large and small 
firms is relevant for many scholars, decision-makers and executives of big and micro enterprises. 
The fundamental basis is that firms be encouraged to innovate leading to a better economic 
performance; higher growth, increased sales, more jobs and higher wages. One of the 
fundamentals instruments of growth to enter into new markets and to increase the existing markets 
share and provide organization with a competitive edge is known as innovation. Therefore, 
inventions entails an crucial element of the company strategies for many reasons like applying for 
manufacturing processes that are more productive, to improve the market, to look for positive 
image in the perception of the customer and hence to increase justifiable competitive advantage 
(Gudday, Ulusoy, Kilic, & Alpkan, 2011).  
 
 Innovation strategy describes the work of innovation and invention and gives the direction for the 
many innovation implementations, however, the role of innovation in assisting companies attain 
objectives regarding to growth is often not clear and the revenue development from innovation is 
not sufficient, except when managed with great precision. While there is many theories about and 
many good articles on innovation strategies, many organization fail to grow and implement an 
innovation strategy that is inventions with market effect. However, new companies may have 
various meanings, starting from new in the market to new once in particular industry, but already 
recognized in another firm to new to a firm. The term strategy infers that something having a 
potential and huge effect on the firm (Johannessen, Olsen, & Lumpkin, 2013). Introduction of 
new and better product decides the future of a firm these days. Innovation can be seen to be 
successful introduction of specific novel and useful things. It typically exists in the stage of 
creative notions, but is not similar. Innovation entails acting on the creative ideas to make 
particular and considerable differences in the scope in which innovation has been 
implemented. Therefore innovation is the implementation of new thoughts to the products, 
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processes, and management practices and marketing, or any other features of organization 
activities that lead to better value (Samson, 2010). 
1.1.1 Profile of Packaging Industry Limited 
Packing Industries Limited was formed by the late Mr. Raichand Virji Shah and Mr. Navin 
Haria in 1985 with a humble beginning using few extrusion machines that are monolayer and 
another set of paper bag making machine. Early in the 1990s the demand for polythene by 
supermarkets facilitated the move to have innovation in packaging bags and Packing 
Industries limited upgraded their machines to sophisticated state of the art machines that are 
automated and this made the company to be number one in east and central African in 
polythene manufacturer.  The company has a certificate of compliance for BRC/IOP that 
mandates it to export to the rest of Africa and European countries this started in the year 2008. 
Packing Industries Limited has been impressive and has continued to expand and bring about 
the best flexible packing available around the world.   
1.1.2. Technological Innovations 
Adler (2010) predicted the need to have four types of abilities for sustenance technological 
innovation at the organizational level (organizational flexibility, Innovation processes, 
product development and superior manufacturing capability). Christensen (2005) grouped 
innovation capabilities into various assets such as process innovation, scientific research, 
design assets and product innovation. Burgelman (2008) studies in detail the technological 
innovation capabilities as a collection of organizational practices and features that support 
organization’s technological innovation strategy. Yam (2008) argued that the success of 
technological innovation is not about technological capabilities of the organization other than 
other crucial capabilities in the organization, resource allocation, strategic planning, 
manufacturing and marketing. Investigation on whether not all new products in the market are 
vastly success while other has failed in the market has been related with prudent launching 
practices. These probes have isolated an array of success drives such as development of a 
different product with a persuasive value intention; creating product/service base on the 
customer input, assuming front-end approach homework, initial product definition, seeking 
sharp, provision of sufficient resources and developing a team which dependable, efficient 
and cross-functional(Cooper, 2011). 
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Technological innovation strategies adopted by organization helps them identification of new 
revenue opportunities and improved satisfaction of the customers through reliable delivery. 
The success of most organization depends on the efficiency of operations process which is a 
result of technology investments. Technological innovations involve adoption of systems or 
information systems such as ERP that provides capabilities that support and enhance the 
production process. The system promotes the improvements of organizational activities by 
automation of the process involved in the production of goods and services (Valacich& 
Schneider, 2012).  
1.1.3 Product Innovations 
Leeuwen, Polder and Raymond (2010) describe product innovation as the introduction of new 
product and services that brings about the important improvements in the prevailing 
services/products. In product innovation, the product should either be significantly improved 
features of a product or new product, its user-friendliness, intended use, material and 
component. There are several dimensions of product innovation. Zhou and Wu (2010) have 
stressed that innovation is very critical to enable firms to adapt to turbulent environments and 
achieve a sustainable competitive advantage. They further noted that whereas firms need a 
continuous innovation process to respond to the ever-fast changing environmental conditions, 
the goal of sustainability requires new ways of doing business. According to Zizlavsky 
(2011), innovation can be referred as process, product, and firm changes that have not 
originated form discoveries but arise from a combination of existing applications and 
technologies in modern contexts. 
The potential protection for a firm is provided by product innovation from market threats and 
its competitors. Most organisations take up product innovation to compete with other 
organisations in the market or industry (Reza & Ettlie, 2012). Leeuwen, Polder and Raymond 
(2010) argued that organisations introduce product innovation to meet their customer needs. 
Thus product innovation is seen as one of the key determinants that lead to the success of a 
firm. New product innovation and new product development is a significant strategy for 
enhancing the performance and market share of the business. According to Kotelnikov 
(2008), product innovation is a strategy which organisations use to bring new life to the new 
way of addressing consumers’ problem that will befit both the organisation and the customer. 
External and internal factors both lead to the development of innovative products designed to 
special niches and specific needs. The internal factors can relate to monitoring and evaluation 
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of existing products, in-house development of new products and feedbacks from consumers 
and employees (Zhou & Wu, 2010). Studies have shown that product innovation is associated 
with financial gain and growth in revenue (Mendonca & Defaria, 2011).  
1.1.4 Market Innovations 
Bloch (2007) defines market innovation as the process of implementing marketing strategies 
involving major changes in product design, packaging, product placement and product 
promotion; OCED (2010) defines market innovation as the implementation of new marketing 
method involving significant changes in packaging, product promotion, product design and 
product placement. In the 2005 Oslo manual, there was an important change to the definition 
of innovation. Before, technological process and product innovations were defined as the two 
forms of innovation considered in measuring innovation; other two forms of innovation were 
included at the same level as technological innovation, that is, organisational and marketing 
innovation. According to Ul Hassan (2013), market innovation as adopting a new approach of 
marketing which includes major changes in the product and pricing, packaging, design, 
placement or promotion strategy. The rationale for market innovation is to grow the sales, 
market share and opening up of markets. The peculiar difference of marketing innovation 
from other innovation strategies is that it is adopting a new marketing innovation that the 
organisation has never used before. Marketing innovation is seen as an attractive strategy in 
an environment as it focuses design and extension changes, low-risk product modification and 
hence provides a quick innovative solution (Naidoo, 2010).  
According to Anderson (2010) the most important responsibility of marketing professionals is 
to have such insights on the market dynamics to changing consumer needs and expectations. 
Often this responsibility is observed to mean solely in identifying of likely and present future 
geographical market opportunities. The geography is that there is a simple approach for 
segmenting markets. A several range of criterion that exist for stretching from objectives 
criteria and segmenting based on interpretations of life style of business and consumer buying 
trends and behaviour. The market innovation process is defined as planned changes in 
marketing activities (OECD, 2005) to communicate and/or deliver services and products that 
provide value to customers (Varadarajan, 2010). The examples of market innovation is 
changing ways for collecting consumers’ information and today organisation can use 
computer technology to collect consumer information. Marketing innovation is looked upon 
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as a powerful tool in gaining sustainable competitive advantage by combining inimitable 
certain marketing factors that provide both profit and value (Ren, 2010).  
Marketing innovation stresses design changes and extensions, low-risk product modifications 
that provide quick innovative solutions and is therefore considered as an attractive approach 
for sale increase (Naidoo, 2010). Marketing innovation is a type of incremental of innovation 
that focuses on improvements in product placement, product pricing or promotion, packaging 
and product design (Naidoo, 2010). The main objective of firms adopting innovation is the 
realisation of basic entrepreneurial values such as growth and revenue (De Vrande, 2009). In 
this sense, the aim of marketing innovation specifically on organisation customer value and 
performance has been acknowledged in the literature (Blazevic&Lievens, 2014).  
1.1.5 Process Innovations 
Process innovation is the adoption of significantly improving production method, delivery 
process among others. Process innovation is meant to reduce the unit cost in production and 
delivery significantly improved product and increase quality (Gunday, 2011). Innovation 
processes focuses on improving the efficiencies and effectiveness of production and also 
improve or change the way firm perform. Azis (2015) agreed that process innovation is a 
significantly improved delivery method or adoption of a new production process. Thus also 
includes a significant change in equipment and software and techniques.Organisations in 
obtaining an output they are involved in converting input such as labour and raw material 
(services or products). This process is defined as a connection of a group of actions 
personalized to transform input and output which is provided to the customer (Osullian& 
Dooley, 2009). The process can be used for product improvement in order to achieve 
objectives and goals of the organization and also refers to as execution of improved delivery 
method that includes changes in software, equipment and techniques (Omachunu&Einspruch, 
2010).  
According to Wong (2008), process innovation refers to improved or new organisations 
processes which are introduced via new equipment, materials or through the re-engineering of 
the operational processes. Process innovations target consumers within the organisation who 
are normally involved with new processes and usually include a second order effect on new 
product performance when compared to development and product research which the product 
can be created at first (Bauer &Leker, 2013). Damanpour (2009) defined process innovation 
as the bringing of new methods or changing the arranging processes which directs efforts, 
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procedures or work structures in firms as well as changes in individual and group behaviour 
roles. Technological innovations are being introduced within services as process innovations. 
A study conducted among service firms portrayed that process innovations were mostly 
technological (Wong, 2008). 
Process innovation in achieving economies of scale does not present any economic impact as 
it only brings changes to the whole operations of delivering services, producing products, 
distribution and manufacturing with efficiency (Collins & Smith, 2006). Process innovation 
measurement is done through customer satisfaction surveys focusing on such elements like 
after sales service, delivery time, quality and assistance given to customers (Day, 1994). 
Operational effectiveness and efficiency are also a result of process innovation. The outcomes 
of process innovation that enables organisations to launch technical innovative and enhanced 
products with more value and cost effective for them to meet consumer needs which are less 
expensive, reliable and quality products are sales growth, market ranking and image 
improvement (Noorani, 2014). 
1.1.6 Organizational   Performance 
Organisational performance is considered as one of the factors that maintain effective and 
efficiency in the organization as well as the efforts that make sure firms become more 
competitive in the market level. Establishments are formed with employees, for that reason 
managers have to determine the causes that lead to deteriorating of performance of Small and 
Medium Enterprise. Organization performance is both affected by external and internal 
forces. The external forces that influence performance include competition, technology and 
working environment, while the internal forces include ability, motivation levels, skills and 
knowledge. Therefore it’s important to understand internal forces as well as external forces 
affects performance of Small and Medium Enterprise in general (Green & Heywood, 
2007).According to Pinder (2008) efficiency of Small and Medium Enterprise performance 
can be determined by natural aptitude that the organization acquires over time. The reason 
why a person is motivated to perform certain tasks but he does not have the required 
knowledge for the job which they are required to do; work can still be affected due inadequate 
skills required. Positive perception in terms of ability, motivation and conducive working 
environment are important to enhance and drive interests of employees to accomplish Small 
and Medium Enterprise goals. 
7 
 
Amar (2012) performance levels can be enhanced with motivation and economic wellbeing 
can be increased as well. In other words if organization shareholders and workers are not 
motivated to perform their duties, their personal satisfaction cannot be achieved and as result 
performance level was low hence decrease in productivity. Once productivity is reduced the 
finances of those SMEs will go down in the market. Kreitner and Kinicki (2011), workers' 
ability in determining the effectiveness of performance is crucial for the organization, 
although staff with high motivational level can still perform-well if they possess sufficient 
skills. In order for staff to remain relevant at the work place their skills and ability to do carry 
out in any assignment given to them by their employers. Individual performance can be 
identified by role perception (Locke, 2011).  
1.2 Statement of the Problem 
Small and Medium Enterprise are under considerable pressure to deliver performance 
improvements in order to achieve financial saving through more efficient and coordinated 
service delivery. According to Hassanzadeh and Jafarian (2013) best practices are viewed as a 
strategic function working to improve the organization profitability. Packaging Industry 
Limited like most organization are affected by changes in the external environment that 
include government regulations, trading blocks, inadequate free movement of goods, 
increasing cost of inputs, increased competition and improved customer awareness. The 
relationship between innovation and performance has been well documented in past studies in 
selected industries across the globe; Atalay (2013) conducted a study in Turkish automotive 
industry on product innovation, Abdi and Ali (2013) carried a study on Innovation and 
business performance in telecommunication industry in Africa with reference to Somalia’s 
telecommunication industry. Oluseye, Ibidunni, and Adetowubo-King (2014) found that 
innovation strategies had a positive effect on creating new market and expanding market 
share.   
Mathenge (2013) carried a study on the effects of innovation on competitive advantages on 
telecommunications industry in Kenya the study found out that financial innovation positively 
affects the competitive advantage of telecommunications companies to a great extent. The 
study focused on effect of innovation on competitive advantage. This study focused on firm 
performance and was limited to the financial innovation strategy. Njoroge (2016) conducted a 
research on the influence of technology on performance on the mobile sector in Kenya that 
found that there is need for mobile telephony firms to invest more in new technologies to 
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address the changes that are needed to improve performance. Most of the studies conducted in 
innovation and performance seems to be in telecommunication industry and baking sector. It 
is in this light that current study intends to determine the innovation process and 
organizational performance of packing industry in Kenya. As packing industry Packaging 
Industry Limited was recently affected by the polythene ban in Kenya and as a player the 
organization requires to maintain the competitive advantage in the sector. New technologies, 
customer demands, emerging customer product services mean that innovation should be a 
strategic objective and thus this is the motivation for conducting the current study. 
1.3 Objectives 
The underlying study objective is to determine the innovation process and organizational 
performance of packing industry in Kenya a case study of Packaging Industry Limited. 
1.3.1 Specific Objectives 
i. To examine how technological innovation affects performance of Packaging Industry 
Limited. 
ii. To establish how product innovation affects performance of Packaging Industry 
Limited. 
iii. To examine how market innovation affects performance of Packaging Industry 
Limited. 
iv. To establish how process innovation affects performance of Packaging Industry 
Limited. 
 
1.4 Research Questions 
i. In what ways does technological innovation affect performance of Packaging Industry 
Limited? 
ii. To what extent does product innovation affect performance of Packaging Industry 
Limited? 
iii. To what extent does market innovation affect performance of Packaging Industry 
Limited? 
iv. To what extent does process innovation affect performance of Packaging Industry 
Limited? 
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1.5 Significance of the Study 
This study will thus make special contribution to the existing knowledge, address and provide 
the background information to management of Packaging Industry Limited, scholar’s and 
individual researchers who used this study as basis for conducting research in the same area to 
identify gaps in this study. The board of directors and management can identify areas of 
weaknesses and the need to seek strategies to know the importance of having efficiency of 
organizational performance as well as modalities to comply with government regulations.  
The national and county government will benefit from the study findings in policy formations 
towards innovation strategies on firm performance with special emphasis on SMEs and other 
organization targeting Kenyan market, from the study findings for the important information 
the study shall obtain from the field will help in policy formation and better management of 
funds allocated to improve general organization performance as well as employees. The study 
will provide relevant information that will help the other organizations and government to 
formulate and implement such policies that will facilitate effective social responsibility. 
1.6 Scope 
 
The research was confined to Packaging Industry Limited head office located in Nadume 
Road off Sekondi Lunga Lunga road in Industrial Area Nairobi Kenya. This study was 
conducted in the month of May to July 2018. The researcher sampled employees in all level 
of management and non-management staff in providing needed research information. The 
study targeted 250 employees at Packaging Industry Limited.  
1.7 Chapter Summary 
The chapter provides study background information the much need information needed to 
place the study problem in proper setting and understanding, the chapter includes the outlines 
the background of the study, research study statement problem, research study objectives, 
significance and study scope of the study. Therefore this section has provided direction as the 
as the norm which study variables are reviewed and study conducted in order to achieve the 
main research objectives and determine the innovation process and organizational 
performance of packing industry in Kenya a case study of Packaging Industry Limited.  
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CHAPTER TWO 
LITERATURE REVIEW 
2.0 Introduction 
In the chapter the study has reviewed literature that explores what has been done on 
technological innovations, product innovations, market innovations and innovation processes 
and related literature. Literature review comprises documentation of information that relates 
to the subject under investigation. The sections further present’s theories related to the study, 
empirical literature review, research gaps, conceptual framework, operationalization of 
variables and chapter summary. 
2.1 Theoretical Literature Review 
 
The theoretical review is a logically described, developed and elaborated network of 
associations among variables deemed relevant to the problem situation identified. Theoreies 
are generaly formulated to understand, predict and explain a phenomena and in many cases to 
challenge and extend the existing knowledge within the limits of critical bounding 
assumptions. The theoritical literature describes and introduces the theory that explains why 
research problem under investigation exists and is a structure that can support research study 
theory (Sekaran, 2010).  
2.2.1 Expectancy Theory 
Expectancy theory was proposed in 1964 by Victor Vroom and it stress and focuses on 
outcomes. According to Lucas and Diener (2007) expectance theory is a set of decision 
theories of work of motivation and performance.  Perception plays a vital role in this theory 
because it emphasizes on cognitive ability to anticipate likely consequences that result from 
behavioural action (Krentner&Kinicki, 2011). Vroom (1964) the expectancy theory has two 
major assumptions that is individuals have a perception about the concerns that result from 
their interactive engagements and casual relations among the outcomes and second 
assumption is individual has effective reactions to certain outcomes that is both positive and 
negative value (Lucas &Diener, 2007).    
Expectancy theory indicates those individuals are motivated to perform in two expectations. 
Expectancy is the probability that the effort will always lead to desired performance and 
second expectancy is that particular performance will lead to preferred outcomes. Not all 
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efforts were rewarded and the staff may not be motivated to perform specific duties. 
Expectancy theory relies upon motivators to clarify the causes of behaviour at a work station; 
external rewards are viewed as motivators when behaviour is driven from internal forces.  The 
study adopted this theory because it addresses how technological innovations and product 
innovation effects of organization performance and in this case it is Packaging Industry 
Limited.  
2.2.2 Goal Setting Theory 
Edwin A Locke began to examine in the mid-1960s and he continue to research on it for over 
30 years. He derived the goal setting theory from Aristotle; Locke refined and developed goal 
setting theory in 1968. The postulation of goal setting theory is that their aim is to supervise 
human action. Studies specifies exact aims leads to increased employee performance, 
According to Locke and Latham (2010) goal  setting has four motivational mechanisms that 
are goals have an energizing function, goals that are meaningful  tends to emphasis on  
distinct consideration on what is important and relevant, goals  affect persistence. When an 
individual in pursuit of certain goals, they don’t seemed satisfied until the goal is achieved. 
Goals serve as reference opinion that distinguish satisfaction and dissatisfaction and employee 
that produces the toughest goal line are hard to fulfil. Human beings are unendingly wanting 
group and to satisfy their needs are not altogether mutually exclusive but only tend to be.  
Goal setting is applied to work stations this implies that managers have a responsibility to 
ensure that deficiency needs are met that is proper wages and safe environment, creating 
proper climate in which staff can develop their full capabilities. In relation to the study there 
is need for assurance, obligation and maturity. Managing organization by objectives becomes 
the process in which Small and Medium Enterprise objectives are agreed upon this way 
personnel know the expectation and hence they are able to set their own individual goals. 
According to Ferris (2007) goal setting is a set of decision theories of work of motivation and 
performance.  Perception plays a vital role in this theory because it emphasizes on cognitive 
ability to anticipate likely consequences that result from behavioural action (Kinicki, 2013). 
Goal setting theory has two major assumptions that is individuals have a perception about the 
concerns that result from their interactive engagements and casual relations among the 
outcomes and second assumption is individual has effective reactions to certain outcomes that 
is both positive and negative value.    
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According to this theory individual are motivated to perform by two expectations. Goal 
setting is the probability that the effort will always lead to desired performance and second 
goal setting is that particular performance will lead to preferred outcomes. Goal setting theory  
relies upon motivators to clarify the causes of behaviour at a work station, external rewards 
are viewed as motivators that fuel behaviour as opposed to intrinsic motivators when 
behaviour are driven from internal forces. Therefore individuals’ employees are able to attain 
both individual goals and organization target (Isaac, 2011). The study adopted the theory to 
show the influence of market innovations, technological innovations, organization 
performance and process innovations. 
2.2.3. Institution Theory 
This theory was established in 1984 by Goguen and Burstall. Institution theory  has put more 
emphasis on the organization environment are important in shaping firms structure and 
actions, the theory states that  organization decisions are not purely driven by rational goals of 
efficiency  but by cultural and social factors and apprehensions for acceptability. 
Organizations are elated by structures, routines, cultures and operate at several levels.  
According to institutional theory organizations become similar due to isomorphic pressure 
and pressure for sincerity. Organizations are likely to be induced to adopt what fellow 
organization by external isomorphic pressures from competitors, government, trading partners 
and customers (Peters, 2010). 
Institutional theory puts more emphasis on social behaviour which considers organization 
process by which configurations, schematics, guidelines, customs and procedures that are 
conventional as commanding strategies. According to the theory organization strategies are 
influenced by other external factors that include political, social and economic pressure and 
decision making within the firm seek to legitimate their practices to other stakeholders 
(Zucker, 2007). The study adopted this theory because it explains the changes brought about 
in organization by social values, regulations that affect decision and technological 
advancements Institution theory has put more emphasis on the organization environment are 
important in shaping firms structure and actions, the theory states that organization decisions 
are not purely driven by rational goals of efficiency but by cultural and social factors and 
apprehensions for acceptability. Organizations are elated by structures, routines, cultures and 
operate at several levels.   
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According to institutional theory organizations become similar due to isomorphic pressure 
and pressure for sincerity. Organizations are likely to be induced to adopt what fellow 
organization by external isomorphic pressures from competitors, government, trading partners 
and customers (Kato, 2009).According to the theory organization strategies are influenced by 
other external factors that include political, social and economic pressure and decision making 
within the firm seek to legitimate their practices to other stakeholders. Institution theory  has 
put more emphasis on the organization environment are important in shaping firms structure 
and actions, the theory states that  organization decisions are not purely driven by rational 
goals of efficiency  but by cultural and social factors and apprehensions for acceptability . 
Organizations are elated by structures, routines, cultures and operate at several levels 
(Immergut, 2008). The study adopted this theory because it explains the changes brought 
about in organization by social values, regulations that affect decision and technological 
advancements.  
2.2 Empirical Literature Review 
The empirical review highlights the past studies on the variables of the study. This includes 
the studies conducted on Technological innovations and organisation performance, Product  
innovations and organisation performance, Market innovations and organization performance, 
Process innovations and organisation performance. It reviews the aspects of factors that affect 
employee desision making process. 
2.2.1 Technological Innovations and Organizational Performance 
Various organizations have created these drivers of success into their own development 
approaches in a manner of organized concept, so as to launch a system or process (Cooper 
2011; Adams &Hubilkar 2010; Renneberg&Frishammar 2010). Further, other researches have 
investigated on why some companies are more successful in launching new product while 
others fail (Jaruzelski, 2005; Adams 2004; Edgett, and Kleinschmidt, 2005). Various success 
factor have been discovered such as possessing technology strategy and product innovation to 
direct development efforts, nurturing the correct culture and climate for innovation, putting 
into place efficient conception practices, setting in place the required resources and 
capitalizing in the correct projects (portfolio management) as well as an effective concept-to-
initiate system (Jaruzelski at al., 2005; Cooper & Mills 2005). 
A repeated best-practice subject is the utilization of some method of opening process. Best 
outcome appear to be as a result of innovation process in an organization which is quality. It 
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is expected that this makes it how it should be practiced rather than focusing on the 
innovation process magnitude. Another crucial practice is the commercialization of 
technology and innovation. A commercialized technology entails the organizations receiving 
royalties from their current patents. According to Nicholas and Armstrong (2003) it allows 
organizations to be turned into techno entrepreneurship as innovators are protected through 
patenting. Further, it allows innovator to earn through his intelligence work and at the same 
time to licences other interested parties who may request to utilize innovative concept. 
Study conducted by Odhiambo (2008) that established the technological innovation strategies 
adopted by Standard Chartered Commercial Bank established that technological innovation 
strategies adopted by the bank help the organization in adverting the effects of globalization 
and working together keeping in mind the end goal of customer needs. A similar study was 
conducted by Bichaga (2014) to established the methodologies adapted by small and medium 
enterprises in Nairobi that have adopted technology innovation as business strategy; the study  
SMEs in Nairobi uses technology as strategy to a greater extent in marketing, communication 
and modes of payments and the study also established that SMEs uses technology in global 
entrepreneurship.  
2.2.2 Product Innovations and Organizational Performance 
There are several meta-analyses that have supported the positive effect if product innovation 
on firm performance (Szymanski, 2007). Bayus, Erickson and Jackson (2003) established that 
product innovation has a significant and positive influence with organization performance.  
Hernandez and Ballester (2009) also revealed significant relationship and positive effects on 
product innovation and organization performance. Alegre, Lapiedras and Chiva (2006) 
indicated that the dimensions of product innovation (efficiency and efficacy) are positively 
and strongly associated to organisational performance. Atalay, Anafarta and Sarvan (2013), 
conducted a survey of top management of 113 organisations in the turkey automotive industry 
which showed that there is a positive relationship on product innovation and organization 
performance. A similar study by Rosli and Sidek (2013) on the impact of innovation on 
performance of SMEs in Malaysia; the study established that dimensions of product 
innovation influence and relate to SMEs performance. The aim of product innovation is to 
appeal to new customers. Organisations modify existing products or introduce new products 
according to the new customers (Adner&Levinthal, 2010).  
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Due to the short life cycle of product it forces organisations to introduce innovation in the 
products by enhancing or introducing new products (Duranton&Puga, 2011). Harrison (2002) 
stressed that product innovation is important to remain competitive but is not adequate to 
create a differentiation in the marketplace. Organization in the competitive environment 
introduces product innovation to contest in the market. Product innovation in the market place 
faces low competition when introduced profits margins rises (Roberts,2009) Oke, Prajogo and 
Jayaram (2013) conducted a study of 207 organisations in Australia and had a conclusion that 
product innovation and product quality performance were positively associated with firm 
performance. Conversely, Hall (2011) found a standard positive association between product 
innovation productivity and activities. Similarly, Augusto, Lisboa and Yasin (2014) used 
regression analysis and factor analysis techniques to provide insights into the association 
between firm performance and the different types of innovation and concluded that product 
innovation was the most important in promoting firm performance than firm wide innovation. 
Furthermore, Ar and Baki (2011) used structural equation modelling (SEM) with data from 
SMEs managers in Turkish Science and Technology Parks (STPs) and revealed that product 
innovation had a positive and strong relationship with firm performance. 
Alegre (2009) established that efficiency and efficacy as product innovation dimensions are 
positively and strongly associated to organisation performance. The introduction of new 
products is categorically related to organisation performance (Varis&Littunen, 2010). In a 
longitudinal study of the pharmaceutical industry in the United States, Roberts (1999) found 
evidence to support the expected association between product innovation rates and prolonged 
high profitability. Arz et al. (2010) conducted a study on the effect of patents acquired and 
product innovations and organisation performance in different sectors of Canada and the 
United States were investigated and found product innovation had a significant effect on 
organisation performance. Bowen (2010) and Calantone (2010) admitted that based on the 
foregoing arguments that there is a positive effect of product innovation on revenue growth. 
Moreover, as supported by earlier researches, (Ibid.) gathered that product innovation have 
been shown to generate exceptional profits (Artz et al., 2010). More so, when products are 
introduced they face little or no direct competition which in the end leads to higher product 
margins. 
In their study, Gökkaya and Özbağ (2015) found that significant impact on organisation 
performance was from innovation. The organisations efforts in developing processes and 
products enhance the performance of the firm including quantitative and qualitative 
16 
 
performance. The literature review revealed that there are studies which established a positive 
relationship between performance and product innovation that included market growth and 
sales ratio (Bayus, Erickson & Jacobson, 2003; Tung, 2012). Gökkaya and Özbağ (2015) 
argued that capability of the firm’s to introduce some new product, idea or process that 
stimulated market share as well as the organisation capacity to cope with competitive market 
conditions which led to a conclusion that an organisation performance is dependent on 
organisational innovativeness. 
There are several studies that have been conducted in Kenya. Karanja (2014) conducted a 
study on innovation strategies effect on competitive advantage in Bank of Africa. The 
findings suggested that there was adoption of product innovation strategies and enabled BOA 
to offer differentiated products. Letangule and Letting (2012) researched on innovativeness in 
the telecommunication sector and established that product innovation had a positive effect on 
profitability.  
2.2.3 Market Innovations and Organizational Performance 
Naidoo (2012) researched on the influence of market innovation can help in withstanding the 
constraints of operating under the present economic conditions and revealed that marketing 
innovation helped in sustaining and developing competitive advantages. A study by John and 
Davies (2013) established that market innovation enhanced sales that increases product 
consumptions and raises profits to organization. Their findings explained that an increase in 
market innovation is about modern ways of serving and reading current markets which ensure 
that organisations to provide appropriate offers that earns greater avenues. Littunen and Varis 
(2010) found out that adopting estimated model and confirmed a significant and positive 
association between markets related motivation and organization performance.  De Vrande et 
al. (2009) study also found that marketing innovation in SMEs is essential for growth and in 
achieving the target revenues. This is maybe the essence of marketing innovation in that it 
ensures SME survival in the present dynamic environment and has then considered as a 
significant variable that has a strong influence sustained competitive advantage. 
Atalay (2013) conducted a study in the automotive supplier industry involving 113 
organisations and did not find any relationship of a positive and significant association 
between firm performance and market innovation. In Nigeria, Olughor (2015) revealed that 
market innovation had a significant and positive effect on organisation performance. Raja and 
Wei’s (2014) study found that marketing innovation had a stronger influence on organisations 
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society results and consumer results as marketing innovations can assist organisations to 
create a better image for its potential and current customers and assists in improving the firm 
overall image in the society. 
Researchers (Soltani, Azadi, Hosseini, Witlox, &Passel, 2015) agreed that marketing 
innovation is crucial for small organisations to transform their services and products to 
profits. The choice to participate in marketing innovation relies on the activities of an 
organisation and distinctions between the service and manufacturing sectors are significant 
(Medrano &Olarte-Pascual, 2016). Organisations in the service sector are more prone to 
engaging in the innovative areas of price promotion and placement than manufacturing firms. 
In their research, Epetimehin (2016) views marketing innovation as involving delivering 
insurance, creating new services and promoting those services and delivering them to 
consumers in the right place and time since speed and time are crucial. (Ibid.) study on 
marketing innovation and competitive advantage in the insurance sector found a statistical 
association between achieving competitive advantage and creativity and market innovation. In 
Kenya, Karanja (2011) conducted a study on the relationship between innovation strategies 
and competitive advantage in the Bank of Africa Limited in Kenya. The research revealed that 
UBA aimed to serve the Kenyan financial sector by market segmentation. The BOA was able 
to offer customized financial services to offer for the different market segments. In a study 
among commercial banks, Simiyu (2013) found that commercial banks adopted market 
innovation strategies which included creating and nurturing strong bands, creating value by 
pricing, customer retention and satisfaction, aggressive anti-competitors marketing efforts and 
environmental response and analysis to changes. 
Mugo (2015) conducted a study on performance and innovation among firms in the wine 
industry and revealed that product innovation enabled firms to provide a wide array of 
products that met the satisfaction quality using channels that shorten the duration of getting a 
service or product, market survey and adoption of product development that is incentive, 
radical and offer greater rewards. Senguo and Kilango (2015) investigated the relationship 
between marketing innovation and improving customer satisfaction at Vodacom. The study 
revealed that marketing innovation was adopted by telecommunication organisations to 
improve business performance and achieve competitive advantage. In Kenya, Soi (2016) 
studies the effect of innovation strategies on the performance of organization in 
communication sector and established that market innovations had a strong positive 
association with firm performance. 
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2.2.4 Process Innovations and Organizational Performance 
Thatcher and Oliver (2001) opined that investments that reduce the fix costs via technology 
contribute to higher profits which enhance the productivity of the organisation. Van Auken 
(2008) research among Spanish manufacturing SMEs innovation and performance indicated 
that innovation process is positively related to manager’s performance ranking. Rosli and 
Sidek (2013) report that SMEs agreed that organisation performance is positively associated 
to process innovation. This finding was affirmed by Olughor (2015) in a study that revealed 
that process innovation is an important feature in both market and financial performance. 
Talageta (2014) holds an opposing view, reporting that lack of skilled workforce, lack of 
finance; inadequate research and development are mostly impeding innovation processes in 
the SME sector. In Kenya, Martin and Namusonge (2014) found that 75 %  of businesses 
revealed a significant effort in making investments of modern machineries of production as a 
strategy of process innovation even through the findings showed that SMEs found this very 
difficult and expensive to cope with. The study found that 56 percent agreed that innovation 
processes contributed to cost reduction. 
Karanja (2011) conducted a study to establish the relationship between competitive advantage 
and innovation strategies in Bank of Africa. The research revealed that UBA aimed to serve 
the Kenyan financial sector by market segmentation. The UBA was able to offer customized 
financial services to offer for the different market segments. Letangule and Letting (2012) 
investigated the relationships between market innovation and performance in 
telecommunication industry. Their study revealed that Kenyan telecommunication firms 
adopted process innovation and this contributed to organisations profitability. Augusto (2014) 
established that there is significant relationship between firm size and the innovation process 
and performance in the organization.  Soi (2016) carried out a study on the influence of 
innovation strategies on organization performance and he established that innovation had a 
direct effect on organisation performance. 
The product cost is often portrayed in the process innovation (Olson, 2015). Organisations 
adopt new processes to compete with other organisations and also aim to satisfy their 
consumers. Past case studies have shown that automation in the production strategies has 
increased productivity and efficiency of the firm (Ettlie& Reza, 2012). According to Sipos 
and Ionescu (2015) companies improve goods quality and efficiency in the organisation 
through process innovation. Process innovation contributes to improvements on certain 
aspects such as delivery strategies, technologies, equipment’s and which can also lead to a 
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cost reduction. The extent to which a firm decides to adopt a process innovation is influenced 
by the size of the firm. Specifically, process innovation investment share are significantly 
related to organisation size. Reichstein (2006) argues that the composition and activities of the 
R & D is impacted by the organisation size and in turn impacts the innovation strategies. The 
bigger in size the organisation, the more the incentives to invest in process innovation 
strategies as this has an increase in cost efficiency. Large organisations have more incentives 
to adopt process innovation as it increases cost efficiency. Furthermore, large organisations 
possess more diversified set of capabilities and skills and have a large range of products. 
Hence, the introduction of process innovation reduces cost efficiency along the diverse lines 
of production (Fonseca, 2014). 
2.3 Summary and Research Gaps 
Innovation can be seen to be successful introduction of specific novel and useful things. It 
typically exists in the stage of creative notions, but is not similar. Innovation entails acting on 
the creative ideas to make particular and considerable differences in the scope in which 
innovation has been implemented. Therefore innovation is the implementation of new 
thoughts to the products, processes, and management practices and marketing. Various 
success factor have been discovered such as possessing technology strategy and product 
innovation to direct development efforts, nurturing the correct culture and climate for 
innovation, putting into place efficient conception practices, setting in place the required 
resources and capitalizing in the correct projects.  
The relationship between innovation and performance has been well documented in past 
studies in selected industries across the globe; Atalay (2013) conducted a study in Turkish 
automotive industry on product innovation, Abdi and Ali (2013) carried a study on Innovation 
and business performance in telecommunication industry in Africa with reference to 
Somalia’s telecommunication industry. Mathenge (2013) carried a study on the effects of 
innovation on competitive advantages on telecommunications industry in Kenya. Njoroge 
(2016) conducted a research on the influence of technology on performance on the mobile 
sector in Kenya that found that there is need for mobile telephony firms to invest more in new 
technologies to address the changes that are needed to improve performance. Most of the 
studies conducted in innovation and performance seems to be in telecommunication industry 
and baking sector. It is in this light that current study intends to determine the innovation 
process and organizational performance of packing industry in Kenya. 
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2.4 Conceptual Framework 
The research is guided by the theoretical structure.  The conceptual framework presents and 
defines the philosophies that attempt to explain the research problem under study with a keen 
focus on the specific variables being sought in the study.  
Figure 2.1: Figure Showing Conceptual Framework 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Product Innovation  
Technological Innovations  
ORGANIZATIONAL 
PERFORMANCE  
Process Innovation  
Market Innovation 
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2.6 Operationalization of variables 
Table 2.1: Table showing operationalization of variables 
Study Objective  Variable  Data Analysis 
To examine how technological 
innovations affect performance of 
Packaging Industry Limited  
Technological innovations  
 
Descriptive statistics  
To establish how product 
innovations affect performance of 
Packaging Industry Limited. 
 
Product  innovations  
 
Descriptive statistics  
 
To examine how market 
innovations affect performance of 
Packaging Industry Limited  
Market  innovations  Descriptive statistics 
To establish how process 
innovations affect performance of 
Packaging Industry Limited  
Process innovations  Descriptive statistics  
 
 
2.6 Chapter Summary 
This chapter has put into account various literature on the subject under the study. Literature 
review intentions is to reviewed literature that explores what has been done on technological 
innovations  , product  innovations , market  innovations  and process innovations  and related 
literature in the view of determining the innovation process and organizational performance of 
packing industry in Kenya. Literature review comprises documentation of information that 
relates to the subject under investigation on the research area. The study has selected the past 
activities that fall within the objectives of the study; that will give a clear account of all past 
theoretic happenings that are related to the study. The works sets out to scrutinize and 
examine research variables in order to develop the basis of forming study methodology and 
analysis in order to gather the required information required for drawing conclusions on the 
study main objective which is to determine the innovation process and organizational 
performance of packing industry in Kenya. 
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CHAPTER THREE 
RESEARCH DESIGN AND METHODOLOGY 
3.0 Introduction 
This section of the research study describes and outlines the methodology that was adopted 
and use in the study in order to meet the main study objective.   Study approach offers and 
clarification into what type of research this study is all about. It also defines study population 
and the specific sampling methods to be used, data analysis and collection methods. The 
chapter also include design, pilot study, validity, reliability and ethical consideration.  
3.1 Research Design 
Orodho (2009) defines research design as general layout that is used to answer research 
questions. The research problem was conducted using a descriptive research design that is 
cross sectional in nature. The study sought to describe a situation through the study of 
variable relationships. The study describes and defines the subject matter by profiling issues 
under study (Cooper & Schindler, 2008).  According to Borg and Gall (2009), a research 
design that is descriptive is appropriate for studies that have specific issues where problems 
have been defined.  
The researcher adopted this method in obtaining the most relevant, recent and in-depth 
information on the study topic. This helped the researcher to critically analyse the problem in 
question with a view of drawing more specific and detailed information that is useful to the 
research study.  
3.2 Target Population 
Borg and Grall (2009) described target population as common set of study units which the 
researcher wishes to generalize results. The study target populations of this study were staff of 
Packaging Industry Limited while the study population were 250 employees. According to 
Cooper and Schindler (2008) target populations are units that have observable characteristics 
that the study uses to generalize the finding. 
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Table 3.1: Table showing target population 
 
Category Target population Percentage 
Senior  managers 20 8 
Middle level managers 70 28 
Non-management  staff 160 64 
Total 250 100 
  
3.3 Sample and sampling technique 
A stratified proportion sampling was employed to obtain a suitable unit representative of 
analysis. This was because of the heterogeneity of the population and respondents all had 
equal opportunity of participation. Cooper and Schindler (2008) argue that a stratified 
proportional sample will increase efficiency and submit enough data for analysis. This method 
is cost effective, fast track data collection, and access to the unit of analysis and fundamentals 
of the research.  Sampling that is random stratified was adopted in choosing the respondents.  
Borg and Grall (2009) observed that sample drawn randomly is unbiased and all the 
populations have an equal chance of being selected. 
Table 3.2: Table showing sample size 
Category Target Population Sample Size  Percentage 
Senior  Managers 20 8 8% 
Middle Level Managers 70 28 28% 
Non-Management  Staff 160 64 64% 
Total 250 100 100 
3.4 Instruments 
The researcher used questionnaires as the main data collection instrument. A questionnaire is 
an instrument of research that contains questions on the variables of the study (Borg &Grall, 
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2009). Cooper and Schindler (2008) describe questionnaires as a list of standard questions 
prepared to fit certain inquiry. According to Arodho (2008) questionnaires measures 
likelihood of straight, blunt and even answers.  The researcher used questionnaires which are 
more efficient and economical tool for descriptive research for the sample size that is chosen.  
Questionnaires were adopted because they are superior to interviews because of social 
communication operates strongly in face to face situation that my hinder an individual from 
expressing what they feel. The researcher used likert-type format of questionnaires and were 
further be divided into two sections, Part A captured demographic information while Part B 
was organized according to research questions. 
3.5 Pilot Study 
The purpose of the pilot study is to establish the reliability and validity of study 
questionnaires and hence enhance face validity. Content validity was employed by researcher 
to measure the point to which data was collected using the questionnaires representing each 
variable. The pilot testing was conducted using the questionnaire on 10 staff. The pilot group 
was carried out through random sampling. 
3.5.1 Validity 
 
The researcher used both content and faces visibility to ascertain validity of the questionnaire. 
Cooper and Schindler (2008) describe validity as the correctness, capacity of interpretations 
founded on study finding. The research will conduct the pilot study to validate the study 
questionnaire. Content validity draws an extrapolation from assessment scores to large 
domain of similar to those on the test. Gillham (2008) explains that understanding and 
expertise protected by items tested in large area dynamics. The research study supervisor will 
go through the questionnaire to assess the validity.  
3.5.2 Reliability Test 
Reliability of the questionnaire was tested through a pilot study in which the questionnaires 
are pre-tested to a sample group similar to the actual sample. According to Cooper and 
Schindler (2008) a questionnaire has the same expectation-that is reliably does what it is 
designed to do every time is used. If the questionnaire is consistent over time and yields 
similar results each time it is used, it is reliable. They say that because of economy in time 
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and labour, the procedure for extracting an estimate of reliability should be obtained from the 
administration of a single test. According to Orodho(2009) a reliability test of research 
instruments is one that consistently produces the expected results. Cooper and Schindler 
(2008) points out that instrument reliability refer to the level of internal consistency or the 
stability of the measuring devices. This is important in finding out any deficiencies in the 
questionnaire and rectifying them before the actual questionnaire are issued out. The study 
used co-efficient of 0.6 or above for all constructs that was considered adequate for the study. 
The construct multiple of reliability is Cronbach alpha; according to Kombo and Tromp 
(2009). 
3.6 Data Collection Procedure 
 
The researcher used questionnaires to collect data especially primary data as outlined by 
Saunders, Lewis and Thornhill (2009). A questionnaire is an instrument of research that 
contains questions on the variables of the study. The researcher used questionnaires which are 
more efficient and economical tool for descriptive research for the sample size that is chosen. 
This way it was easier to identify the level by which the respondent agreed or disagreed 
(Saunders, Lewis & Thornhill, 2009). The study used secondary data for literature review; 
these materials used included books, journals, reports, and magazine. The researcher will 
collect primary data for this study report and use secondary data for literature review 
3.7 Data Analysis and Presentation 
 
Descriptive statistics such as mean and frequency distribution was used to analyse the data. 
Inferential statistics was used in drawing conclusions. Data in the questionnaire was analysed 
using frequency distributions and percentages to determine the respondent’s responses.  
The data was analysed by use of descriptive statistics. Specifically, means, averages and 
percentages were employed by the researcher. The data analysis tools were simple tabulations 
and presentations of the report using spreadsheets. The data was presented using tables, charts 
and graphs. Data was analysed using both qualitative and quantitative methods. Data was first 
coded and organized into concepts from which generalization was made of entire population. 
Data will then be tabulated and frequencies calculated on each variable under study and 
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interpretations made from the field findings. Percentages will then be calculated and 
interpretation made. 
3.8 Ethical Consideration 
The researcher undertook various steps to certify that the research observes research 
principles values. Research authorization permit was obtained from the participating 
institutions and permission also sought that is from Management University of Africa and 
Packaging Industry Limited. 
3.8.1 Informed consent  
Participants were asked to sign the consent forms in order to participate in the research. The 
researcher ensured that through the principle of informed consent. The researcher sought 
consent from the Packaging Industry Limited before administering the questionnaires. 
3.8.2. Voluntary participation  
Participants were asked to consent to participate in the research, for which they are free to 
participate or not to. The researcher explained to the respondents that the information that 
they give was for the study only. The researcher also explained that meaningful data for this 
study was achieved if they contribute their views about research topic.  
3.8.3 Confidentiality  
The researcher explained to the respondents that the data that is being gathered in this study 
was treated in confidence and that the findings are meant for a project of Management 
University of Africa. The researcher explained to the respondents that the data was to be 
coded and no one, whatsoever, related the data to the respondents for both external and 
internal audiences of the project. 
3.8.4 Privacy 
The potential respondents were not identified by name. Confidentiality of respondents was 
treated as a matter of priority. Further, the researcher will engage the respondents before 
agreeing to answer the questions of this study.  
3.8.5 Anonymity  
The researcher accorded the respondents their due respect while at the same time ensuring 
that they answer the questions to the expectations of the study, interjecting questions, 
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intelligibly. The researcher picked respondents without any discrimination. This helped the 
researcher to receive truly anonymized respondents even to the researcher himself. This was 
achieved through self-administered questionnaires with an anonymous method of return. 
3.9 Chapter Summary 
 
This section outlines the methodology used in this study by offers and explanation into what 
type of research this study is all about. It also defines study population and the specific 
sampling methods to be used, data analysis and collection methods, study design, pilot study, 
validity, reliability and ethical consideration. 
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CHAPTER FOUR 
RESEARCH FINDINGS AND DISCUSION 
4.0 Introduction  
The section of the chapter provides research study findings as outlined in the study 
questionnaires in order to meet the study objectives. The chapter is sectioned into 
respondent’s demographic information, responses on study variables and limitations of the 
study. Data that was collected from the field was keyed and analysed by simple descriptive 
analysis. In this note therefore, this chapter presents results of the research in different sub-
sections as provided in study variables.  
4.1 Presentation of research findings  
4.1.1 Response Rate 
Table 4.1: Table showing response rate   
Category Frequency Percentage 
Responses  80 80 
Non-Responses 20 20 
Total  100 100 
 
Figure 4.1: Figure showing response rate  
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As shown in table 4.1and figure 4.1 out of 100 distributed questionnaires 80% were full filled 
and return and 20% were not returned or were not fully filled. The valid sample that is to be 
used for the study is 80.  
4.1.2 Demographic information  
Table 4.2: Table showing respondents gender  
Category Frequency Percentage 
Male 55 56 
Female 35 44 
Total  80 100 
 
Figure 4.2: Figure showing respondents gender  
 
As provided by the field research data in the responses given as shown in table 4.2 and figure 
4.2 above, the male respondents were the majority while the female were disadvantaged. Male 
respondents made majority of the respondents at 56% while the female respondents who 
participated in the study made 44%. The gender representation of the respondents indicates 
that, views under the study were represented by all gender.  
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Table 4.3: Table showing marital status of the respondents  
Category Frequency Percentage 
Single 22 28% 
Married 46 58% 
Separated 6 8% 
Divorced 2 3% 
Widow (er) 4 5% 
Total  80 100 
Figure 4.3: Figure showing marital status of the respondents  
 
As shown in table 4.3 and figure 4.3 above respondents were required to indicate their marital 
status. A majority of the respondent at 58% were married, 28% were single, 8% were 
separated while 5% were widow (er) and 3% were divorced.  
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Table 4.4: Table showing respondents age bracket 
Category Frequency Percentage 
18 years – 25 years   8 10% 
25 years – 30 years        25 31% 
30 years - 35 years        19 24% 
35 years – 45 years        13 16% 
45 years and above        15 19% 
Total  80 100 
 
Figure 4.4: Figure showing respondents age bracket 
 
As shown in table 4.4 and figure 4.4 above respondents were required to indicate  their age 
bracket 10% indicated 18 years to 25 years, 31% indicated 25 years to 30 years, 24% 
indicated 30 years to 35 years while 16% indicated  35 years to 45 years  and 19% were 45 
years and above. 
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Table 4.5: Table showing respondents education level  
Category Frequency Percentage 
Primary 10 13% 
Secondary        18 23% 
College        25 31% 
Degree        17 21% 
Master 9 11% 
PhD or Pursuing 1 1% 
Total  80 100 
 
Figure 4.5: Figure showing respondents education level  
 
Table 4.5 and figure 4.5 above respondents were required to indicate d their highest level of 
education  and the majority at 31% indicated collage level of education, 23% indicated 
secondary level of education while 21% indicated degree level of education while 11% 
indicated master level of education and  1% were pursuing PhD or had. 
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Table 4.6: Table showing respondent’s years in service 
Category Frequency Percentage 
1years – 5 years   17 21% 
6 years – 10 years        26 33% 
11 years - 15 years        22 28% 
16 years and above        15 19% 
Total  80 100 
 
Figure 4.6: Figure showing respondent’s years in service 
 
As shown in table 4.6 and figure 4.6 respondents were required to indicate how many years 
they have been in service. 21% indicated 1year to 5 years, 33% indicated 6 years to 10 years 
while 28% indicated 11years to 15 years and finally 19% indicated 16 years and above. The 
research findings indicated that the respondents had worked in the organization 79% had 
worked for over 5 years in the organization the respondent had long experience in service. 
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Table 4.7: Table showing respondents rank within the organization 
 
Figure 4.7: Figure showing respondents rank within the organization 
 
 
As shown in Table 4.7 and Figure 4.7 among the respondents were required to indicate their 
jobs ranks 8% indicated senior level management and 24% were middle level management 
while 69% indicated non-management staff. This shows that all categories in the organization 
were well presented in the study. 
Category Frequency Percentage 
Senior Level Management 6 8% 
Middle Level Management 19 24% 
Non-Management Staffs 55 69% 
Total 80 100 
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4.1.3 Main study variables   
4.1.3.1 Technological innovations  
Table 4.8: Table showing if technological innovations affects the performance of 
Packaging Industry Limited    
Category Frequency Percentage 
Yes 69 86 
No 11 14 
Total 80 100 
 
Figure 4.8: Figure showing if technological innovations affects the performance of 
Packaging Industry Limited    
 
As shown in table 4.8 and figure 4.8 respondents were required to indicate if technological 
innovations affect the performance of Packaging Industry Limited. The responses were as 
follows 86% agreed that technological innovations affect the performance of Packaging 
Industry Limited and 14% disagreed that it doesn’t affect. This response can be interpreted to 
that the technological innovations influences performance at Packaging Industry Limited. 
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Table 4.9: Table showing the extent in which technological innovations affects the 
performance of Packaging Industry Limited    
Category Frequency Percentage 
Very great extent 23 29% 
Great extent 28 35% 
Moderate extent 14 18% 
Little extent 4 5% 
No extent  11 14% 
Total 80 100 
 
Figure 4.9: Figure showing the extent in which technological innovations affects the 
performance of Packaging Industry Limited    
 
 
As tabulated in table 4.9 and shown in figure 4.9 respondents were asked to what extent does 
technological innovations affects the performance of Packaging Industry Limited, 29% 
indicated very great extent, 35% indicated great extent, 18% indicated moderate extent while 
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5% indicated little extent and 14% indicated No extent. This can be interpreted that 
technological innovations plays an important role in the performance of Packaging Industry 
Limited since the majority responded that it is greatly affect. 
 
Table 4.10: Table showing how effective are technological innovations at Packaging 
Industry Limited   
 
Figure 4.10: Figure showing if how effective are technological innovations at Packaging 
Industry Limited  
 
Respondents were asked to indicated how effective are technological innovations at 
Category Frequency Percentage 
Very Effective 14 18% 
Effective 23 29% 
Moderate Effective 28 35% 
Little Effective 4 5% 
Not Effective 11 14% 
Total 80 100 
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Packaging Industry Limited 18%  indicated very effective, 29%  indicated effective 35% 
indicated moderate effective and 5% indicated little effective while 14% indicated not 
effective as shown in figure 4.10 and table 4.10 this implies technological innovations at 
Packaging Industry Limited are effective.  
 
Table 4.11: Table showing how technological innovation has increased the general 
profitability of Packaging Industry Ltd   
 
Figure 4.11: Figure showing how technological innovation has increased the general 
profitability of Packaging Industry Ltd  
 
Category Frequency Percentage 
Strongly Agree 23 29% 
Agree 28 35% 
Not sure 14 18% 
Disagree 4 5% 
Strongly Disagree 11 14% 
Total 80 100 
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Respondents were asked to indicated how technological innovation has increased the general 
profitability of Packaging Industry Ltd  29% strongly agreed 35%  agreed 18% disagreed and 
5% strongly disagree while14% indicated they were not sure  as shown in figure 4.11 and 
table 4.11 majority of the respondents agreed that technological innovation has increased the 
general profitability of Packaging Industry Ltd.  Respondents were asked to state according to 
technological innovation strategies adapted by Packaging Industry Ltd which ones do they 
think contributed in Return on investment. The respondents indicated creating dynamic 
products and improving the existing products that has increased sales and profitability of the 
organization.   
Study conducted by Odhiambo (2008) that established the technological innovation strategies 
adopted by Standard Chartered Commercial Bank established that technological innovation 
strategies adopted by the bank help the organization in adverting the effects of globalization 
and working together keeping in mind the end goal of customer needs. A similar study was 
conducted by Bichaga (2014) to established the methodologies adapted by small and medium 
enterprises in Nairobi that have adopted technology innovation as business strategy; the study  
SMEs in Nairobi uses technology as strategy to a greater extent in marketing, communication 
and modes of payments and the study also established that SMEs uses technology in global 
entrepreneurship.  
 
4.1.3.2 Product innovation  
Table 4.12: Table showing if product innovation affects the performance of Packaging 
Industry Limited    
Category Frequency Percentage 
Yes 75 96 
No 5 4 
Total 80 100 
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Figure 4.12: Figure showing if product innovation affects the performance of Packaging 
Industry Limited    
 
As shown in table 4.12 and figure 4.12 respondents were required to indicate if product 
innovation affects the performance of Packaging Industry Limited 96% agreed while 4% were 
of a contrary opinion. This can be concluded that product innovation is one of the important 
factors that determine performance of Packaging Industry Limited.   
 
 Table 4.13: Table showing the extent in which product innovation affects the 
performance of Packaging Industry Limited    
Category Frequency Percentage 
Very great extent 32 40% 
Great extent 28 35% 
Moderate extent 14 18% 
Little extent 1 1% 
No extent  5 6% 
Total 80 100 
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Figure 4.13: Figure showing the extent in which product innovation affects the 
performance of Packaging Industry Limited    
 
As tabulated in table 4.13 and shown in figure 4.13 respondents were asked to what extent 
does product innovation affects the performance of Packaging Industry. 40% indicated very 
great extent, 35% indicated great extent, 18% indicated moderate extent while 1% indicated 
very little extent and 6% indicated No extent. This can be interpreted that product innovation 
is an important factor in the performance of Packaging Industry Limited since the majority 
responded that it is greatly influences performance. 
Table 4.14: Table showing if the organization has developed new products from raw 
materials different from previous products 
Category Frequency Percentage 
Strongly Agree 23 29% 
Agree 28 35% 
Disagree 14 18% 
Strongly Disagree 11 14% 
I’m not sure    4 5% 
Total 80 100 
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Figure 4.14: Figure showing if the organization has developed new products from raw 
materials different from previous products 
 
Respondents were asked to indicated if the organization has developed new products from 
raw materials different from previous products 29% strongly agreed 35%  agreed 18% 
disagreed and 14% strongly disagree while 5% were not sure as shown in figure 4.14 and 
table 4.14 this implies that the organization has developed new products from raw materials 
different from previous products.   
 
Table 4.15: Table showing if new product development has improved customer 
satisfaction at Packaging Industry Ltd 
Category Frequency Percentage 
Strongly Agree  44 55% 
Agree 28 35% 
Not sure    6 8% 
Disagree     2 3% 
Strongly Disagree         0 0% 
Total 80 100 
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Figure 4.15: Figure showing if new product development has improved customer 
satisfaction at Packaging Industry Ltd 
 
Respondents were asked to indicated if new product development has improved customer 
satisfaction at Packaging Industry Ltd 55% strongly agreed 35%  agreed 8% were not sure 
and 3% strongly disagree as shown in figure 4.15 and table 4.15 this implies that new product 
development has improved customer satisfaction at Packaging Industry Ltd. Respondents 
were also asked to indicate ways that organization new design product functionalities 
different from previous products. The findings shows that newly introduced products the 
initial results shows that there is emphasis on the value as part of the product development 
process irrespective of the role it plays.  
The findings are in line with other studies Bayus, Erickson and Jackson (2003) established 
that product innovation has a significant and positive influence with organization 
performance.  Hernandez and Ballester (2009) also revealed significant relationship and 
positive effects on product innovation and organization performance. Alegre, Lapiedras and 
Chiva (2006) indicated that the dimensions of product innovation are positively and strongly 
associated to organisational performance. Atalay, Anafarta and Sarvan (2013), conducted a 
survey of top management of 113 organisations in the turkey automotive industry which 
showed that there is a positive relationship on product innovation and organization 
performance. A similar study by Rosli and Sidek (2013) on the impact of innovation on 
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performance of SMEs in Malaysia; the study established that dimensions of product 
innovation influence and relate to SMEs performance. 
 
4.1.3.3 Market innovation  
Table 4.16: Table showing if market innovation affects the performance of Packaging 
Industry Limited    
Category Frequency Percentage 
Yes 71 89 
No 9 11 
Total 80 100 
 
Figure 4.16: Figure showing if market innovation affects the performance of Packaging 
Industry Limited    
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As shown in table 4.16 and figure 4.16 respondents were required to indicate market 
innovation affects the performance of Packaging Industry Limited, 89% of the respondents 
agreed while 11% disagreed. This can be concluded that market innovation affects the 
performance of Packaging Industry Limited.  
 Table 4.17: Table showing the extent in market innovation affects the performance of 
Packaging Industry Limited      
Category Frequency Percentage 
Very great extent 40 50% 
Great extent 25 31% 
Moderate extent 6 8% 
Little extent 5 6% 
No extent  4 5% 
Total 80 100 
Figure 4.17: Figure showing the extent in which market innovation affects the 
performance of Packaging Industry Limited    
 
As tabulated in table 4.17 and shown in figure 4.17 respondents were asked to what extent 
does market innovation affects the performance of Packaging Industry Limited 50% indicated 
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very great extent, 31% indicated great extent and 8% indicated moderate extent while 6% 
indicated little extent and 5% indicated No extent. This great response shows that market 
innovation have a huge impact on the performance of Packaging Industry Limited.  
 
Table 4.18: Table showing if improving service quality is organization key objective in 
market innovation strategy     
 
 
Figure 4.18: Figure showing if improving service quality is organization key objective in 
market innovation strategy  
 
Category Frequency Percentage 
Strongly Agree 42 53% 
Agree 23 29% 
Not sure 9 11% 
Disagree 5 6% 
Strongly Disagree 1 1% 
Total 80 100 
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As shown in  table 4.18 and figure 4.18 respondents were required to indicate if improving 
service quality is organization key objective in market innovation strategy and 53% strongly 
agreed, 29% agreed, 11% were not sure while 6% disagreed and 1% strongly disagreed. This 
shows that’s market innovation strategy affects performance to a large extent at Packaging 
Industries Limited.   
Table 4.19: Table showing if customer satisfaction is part of market innovation strategy 
at Packaging Industry Ltd 
 
Figure 4.19: Figure showing if customer satisfaction is part of market innovation 
strategy at Packaging Industry Ltd 
 
Category Frequency Percentage 
Strongly Agree 44 55% 
Agree 28 35% 
Not sure 6 8% 
Disagree 2 3% 
Strongly Disagree 0 0% 
Total 80 100 
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Respondents were asked to indicated if if customer satisfaction is part of market innovation 
strategy at Packaging Industry Ltd 55% strongly agreed 35%  agreed 8% were not sure and 
3% strongly disagree as shown in figure 4.19 and table 4.19 this implies that customer 
satisfaction is part of market innovation strategy at Packaging Industry Ltd. Respondent were 
also asked to indicate if innovation strategy helped the organization to achieve its strategic 
goals. The process results into better decisions because group interaction generates a greater 
variety of strategies and because forecasts based on the specialized perspective of group 
members improves the screening of options. Strategic goals makes considerable contribution 
in responding to market changes, new opportunities and threatening developments and 
provides the rationale for management in evaluating competing request. 
 
The study finding on market innovation is in line with what others studies have already 
established such as Naidoo (2012) researched on the influence of market innovation can help 
in withstanding the constraints of operating under the present economic conditions and 
revealed that marketing innovation helped in sustaining and developing competitive 
advantages. A study by John and Davies (2013) established that market innovation enhanced 
sales that increases product consumptions and raises profits to organization. Their findings 
explained that an increase in market innovation is about modern ways of serving and reading 
current markets which ensure that organisations to provide appropriate offers that earns 
greater avenues. Littunen and Varis (2010) found out that adopting estimated model and 
confirmed a significant and positive association between markets related motivation and 
organization performance.  De Vrande et al. (2009) study also found that marketing 
innovation in SMEs is essential for growth and in achieving the target revenues.  
4.1.3.4 Process Innovation 
Table 4.20: Table showing if process innovation affects the performance of Packaging 
Industry Limited    
Category Frequency Percentage 
Yes 69 86 
No 11 14 
Total 80 100 
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Figure 4.20: Figure showing if process innovation affects the performance of Packaging 
Industry Limited    
 
As shown in table 4.20 and figure 4.20 respondents were required to indicate if process 
innovation affects the performance of Packaging Industry Limited. The responses were as 
follows 86% agreed that process innovation affect the performance of Packaging Industry 
Limited and 14% disagreed that it doesn’t affect. This response can be interpreted to that the 
process innovation influences the performance of Packaging Industry Limited. 
 
Table 4.21: Table showing the extent in which process innovation affects the 
performance of Packaging Industry Limited    
Category Frequency Percentage 
Very great extent 23 29% 
Great extent 28 35% 
Moderate extent 14 18% 
Little extent 4 5% 
No extent  11 14% 
Total 80 100 
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Figure 4.21: Figure showing the extent in which process innovation affects the 
performance of Packaging Industry Limited    
 
As tabulated in table 4.21 and shown in figure 4.21 respondents were asked to what extent 
does process innovation affects the performance of Packaging Industry Limited. 29% 
indicated very great extent, 35% indicated great extent, 18% indicated moderate extent while 
5% indicated little extent and 14% indicated No extent. This can be interpreted that process 
innovation plays an important role in the performance of Packaging Industry Limited since 
the majority responded that it is greatly affect. 
 
Table 4.22: Table showing how Packaging Industry Ltd is keen on value addition on 
product delivery process.  
Category Frequency Percentage 
Strongly Agree 23 29% 
Agree 28 35% 
Not sure 14 18% 
Disagree 4 5% 
Strongly Disagree 11 14% 
Total 80 100 
51 
 
 
Figure 4.22: Figure showing how Packaging Industry Ltd is keen on value addition on 
product delivery process. 
 
Respondents were asked to indicated how Packaging Industry Ltd  is keen on value addition 
on product delivery process 29% strongly agreed 35%  agreed 18% disagreed and 5% 
strongly disagree while14% indicated they were not sure  as shown in figure 4.22 and table 
4.22 majority of the respondents agreed that Packaging Industry Ltd  is keen on value addition 
on product delivery process.  
Table 4.23: Table showing if organization has decreased variable cost in relation to 
logistic process 
 
Category Frequency Percentage 
Strongly Agree 42 53% 
Agree 23 29% 
Not sure 9 11% 
Disagree 5 6% 
Strongly Disagree 1 1% 
Total 80 100 
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Figure 4.23: Figure showing if organization has decreased variable cost in relation to 
logistic process  
 
As shown in  table 4.23 and figure 4.23 respondents were required to indicate if organization 
has decreased variable cost in relation to logistic process 53% strongly agreed, 29% agreed, 
11% were not sure while 6% disagreed and 1% strongly disagreed. This shows that’s 
organization is keen on value addition on product delivery process. Finally respondents were 
asked to indicate if the company increased delivery in terms of speed in relation to logistical 
processes; they indicated that innovation relation to logistics ensures that the product by 
packaging fulfil customers’ needs  are able to reach the markets quickly however heavy 
investments and hence firms that are not capital intensive.  
 
The findings are in line with other studies such as Van Auken (2008) research among Spanish 
manufacturing SMEs innovation and performance indicated that innovation process is 
positively related to manager’s performance ranking. Rosli and Sidek (2013) report that SMEs 
agreed that organisation performance is positively associated to process innovation. This 
finding was affirmed by Olughor (2015) in a study that revealed that process innovation is an 
important feature in both market and financial performance. Talageta (2014) holds an 
opposing view, reporting that lack of skilled workforce, lack of finance; inadequate research 
and development are mostly impeding innovation processes in the SME sector. In Kenya, 
Martin and Namusonge (2014) found that 75 % of businesses revealed a significant effort in 
making investments of modern machineries of production as a strategy of process innovation 
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even through the findings showed that SMEs found this very difficult and expensive to cope 
with. The study found that 56 percent agreed that innovation processes contributed to cost 
reduction. Karanja (2011) conducted a study to establish the relationship between competitive 
advantage and innovation strategies in Bank of Africa. The research revealed that UBA aimed 
to serve the Kenyan financial sector by market segmentation.  
 
4.2 Limitations of the study  
Most of respondents were reluctant to disclose information with regards to the study for fear 
of being reprimanded by the management who are responsible for handling issues related to 
the matter under study. In this case, the researcher guaranteed the respondents of the privacy 
of the data that they provided and sought authority from management to undertake research in 
the firm. The constraint of suspicion facilitated poor cooperation from respondents. 
Occasionally, the research encountered respondent who did not cooperate. The researcher also 
anticipates that respondents may not be willing to give out unbiased information due to fear of 
victimization. The above limitations was addressed by the   researcher who personally talk to 
the respondents and explain that the research is purely for academic purposes and the identity 
of the respondents would not be revealed under any circumstance and the management is a 
aware about the research. 
4.3 Chapter Summary 
The researcher distributed questionnaires to 100 respondents and got a response from 80 of 
the respondents hence the results are based on a response rate of 80%. The study curtailed to 
control the demographic data of the respondents. Information has stayed obtainable by use of 
tables, pie charts and graphs. Data has been analysed using descriptive statistics. This research 
report attempted to report the results of an exploratory study and data analysis and findings 
aimed to provide an understanding the to determine the innovation process and organizational 
performance of packing industry in Kenya a case study of Packaging Industry Limited. 
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CHAPTER FIVE 
SUMMARY, RECOMMENDATIONS AND CONCLUSION 
5.0 Introduction 
The section of the study covers summary of the research findings, study recommendations 
and conclusion that is based on the study findings in relation to study variables that was to 
determine the innovation process and organizational performance of packing industry in 
Kenya a case study of Packaging Industry Limited. 
5.1 Summary of the Findings  
Out of 100 distributed questionnaires there was a response rate of eighty percent. As provided 
by the field research data in the responses given, the male respondents were the majority 
while the female were disadvantaged. A majority of the respondent indicated their highest 
level of education as collage level of education and a majority had worked in the organization 
6 years to 10 years.  
5.1.1 Technological Innovations  
The study established that technological innovations affect the performance to a great extent. 
The study findings established that technological innovations at Packaging Industry Limited 
are very effective and has increased the general profitability of Packaging Industry Ltd.  The 
study findings showed that technological innovation strategies adapted by Packaging Industry 
Ltd contributes towards return on investment. The respondents indicated creating dynamic 
products and improving the existing products that has increased sales and profitability of the 
organization. The finding are supported by other scholars such as Odhiambo (2008) that 
established the technological innovation strategies adopted by Standard Chartered 
Commercial Bank established that technological innovation strategies adopted by the bank 
help the organization in adverting the effects of globalization and working together keeping in 
mind the end goal of customer needs. A similar study was conducted by Bichaga (2014) to 
established the methodologies adapted by small and medium enterprises in Nairobi that have 
adopted technology innovation as business strategy; the study  SMEs in Nairobi uses 
technology as strategy to a greater extent in marketing, communication and modes of 
payments and the study also established that SMEs uses technology in global 
entrepreneurship.  
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5.1.2 Product Innovation  
The study established that product innovation affects the performance of Packaging Industry 
Limited to a great extent; the study also established that organization has developed new 
products from raw materials different from previous products. The findings showed new 
product development has improved customer satisfaction at Packaging Industry Ltd. The 
study also established that organization has new design product functionalities different from 
previous products. The findings shows that newly introduced products the initial results 
shows that there is emphasis on the value as part of the product development process 
irrespective of the role it plays. The findings are in line with other studies Bayus, Erickson 
and Jackson (2003) established that product innovation has a significant and positive 
influence with organization performance.  Hernandez and Ballester (2009) also revealed 
significant relationship and positive effects on product innovation and organization 
performance. Alegre, Lapiedras and Chiva (2006) indicated that the dimensions of product 
innovation are positively and strongly associated to organisational performance. Atalay, 
Anafarta and Sarvan (2013) conducted a study in the turkey automotive industry which 
showed that there is a positive relationship on product innovation and organization 
performance. A similar study by Rosli and Sidek (2013) on the impact of innovation on 
performance of SMEs in Malaysia; the study established that dimensions of product 
innovation influence and relate to SMEs performance. 
5.1.3 Market Innovation  
The study established that market innovation affects the performance of Packaging Industry 
Limited to a great extent. The study findings showed that service quality is organization key 
objective in market innovation strategy; customer satisfaction is part of market innovation 
strategy at Packaging Industry Ltd and innovation strategy helps the organization to achieve 
its strategic goals. The study finding on market innovation is in line with what others studies 
have already established such as Naidoo (2012) researched on the influence of market 
innovation can help in withstanding the constraints of operating under the present economic 
conditions and revealed that marketing innovation helped in sustaining and developing 
competitive advantages. A study by John and Davies (2013) established that market 
innovation enhanced sales that increases product consumptions and raises profits to 
organization. Their findings explained that an increase in market innovation is about modern 
ways of serving and reading current markets which ensure that organisations to provide 
appropriate offers that earns greater avenues. Littunen and Varis (2010) found out that 
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adopting estimated model and confirmed a significant and positive association between 
markets related motivation and organization performance.  De Vrande et al. (2009) study also 
found that marketing innovation in SMEs is essential for growth and in achieving the target 
revenues.  
5.1.4 Process Innovation 
The study established that process innovation affects the performance of Packaging Industry 
Limited to a great extent. The study also established Packaging Industry Ltd is keen on value 
addition on product delivery process the finding shows that  to indicate if organization has 
decreased variable cost in relation to logistic and  finally the study established that the 
company increased delivery in terms of speed in relation to logistical processes; they 
indicated that innovation relation to logistics ensures that the product by packaging fulfil 
customers’ needs  are able to reach the markets quickly however heavy investments and hence 
firms that are not capital intensive. The findings are in line with other studies such as Van 
Auken (2008) research among Spanish manufacturing SMEs innovation and performance 
indicated that innovation process is positively related to manager’s performance ranking. 
Rosli and Sidek (2013) report that SMEs agreed that organisation performance is positively 
associated to process innovation. This finding was affirmed by Olughor (2015) in a study that 
revealed that process innovation is an important feature in both market and financial 
performance. Talageta (2014) holds an opposing view, reporting that lack of skilled 
workforce, lack of finance; inadequate research and development are mostly impeding 
innovation processes in the SME sector. In Kenya, Martin and Namusonge (2014) found that 
75 % of businesses revealed a significant effort in making investments of modern machineries 
of production as a strategy of process innovation even through the findings showed that SMEs 
found this very difficult and expensive to cope with. The study found that 56 percent agreed 
that innovation processes contributed to cost reduction. 
5.2. Conclusion  
The study reaffirmed that there is a positive and significant relationship between technology 
and product innovation and performance at Packaging Industry Limited. The study therefore 
concludes that there is a positive and significant effect of product innovation strategy on 
performance of Packaging Industry Limited. The study further concludes that among the 
innovation strategies included in the study, product innovation strategy had the most influence 
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on performance of Packaging Industry Limited. The study affirmed that market innovation 
strategy had a significant effect on performance. The study therefore concludes that there is a 
positive and significant effect of market innovation strategy on performance of Packaging 
Industry Limited. The study concludes that market innovation strategy was the second most 
significant innovation strategy to affect performance of Packaging Industry Limited. The 
study confirmed that there was significant influence of the process innovation strategy on 
performance in the industry. The researcher therefore concludes that process innovation 
strategy has significant effect on performance of Packaging Industry Limited. The study 
further confirmed that among technology innovation, market innovation and product 
innovation, process innovation had the least impact on performance of Packaging Industry 
Limited. 
5.3 Recommendations   
The study recommends that Packaging Industry Limited should continuously engage in 
product innovation to enhance the competitive advantage it possesses against other players in 
the sector. This can be achieved by conducting market research among its users and non-users 
to identify products that they can introduce into their product catalogue. 
The study recommends that to increase number of customers and for Packaging Industry 
Limited business to grow further and also for them to invest more in consumers. That 
Packaging Industry Limited should embrace the adoption of market innovation strategies by 
taking advantage of the numerous communication technologies and mediums to reach a larger 
audience. 
The study recommends that Packaging Industry Limited should consistently analyse and 
measure their services operations in an effort to enhance operations efficiency. This can be 
achieved by keeping up with best practices in the global sector and integrating these processes 
in their operations to maintain their competitive advantage. 
5.4 Suggestions for further studies  
The study recommends that there should be more study on effect of innovation strategy on 
performance of packaging organizations using a case by case analysis of the sector players. A 
comparative study of innovation strategies and how packaging firms are using them and what 
impact they have had on their performance. 
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APPENDICES 
APPENDIX I: LETTER OF INTRODUCTION 
 
Dear Respondent 
I study at Management University of Africa in partial fulfilment of the requirement for the 
award of the bachelor’s degree in management and leadership of the Management University 
of Africa I am conducting a study title : INNOVATION PROCESSES AND 
ORGANIZATIONAL PERFORMANCE OF PACKING INDUSTRY IN KENYA: A 
CASE STUDY OF PACKAGING INDUSTRY LIMITED. For this reason I humble 
request you to assist in filling the attached questionnaire to the best of your knowledge. 
Material that you will provide is strictly for academic and shall not be used for any other 
purpose and your names shall not appear in this study. Your   input will go a long way to 
facilitate this research study. 
Thank You 
 
Yours Truly, 
CHARLES ODUOR OBENGELE 
The Management University of Africa 
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APPENDIX II: RESEARCH STUDY QUESTIONNAIRES 
SECTION A: BASIC INFORMATION 
1. What is your gender? 
Male   [    ]     Female   [    ] 
2. What is your marital status?  
Single   [    ] Married   [    ] Separated [    ] Divorced    [    ] Widow(er)      [    ] 
3. What is your age bracket? 
18 years – 25 years     [    ] 25 years – 30 years       [    ] 30 years - 35 years       [    ] 
35 years – 45 years       [    ] 46 years and above       [    ] 
4. Education  Level  
College [    ] Degree [    ] Master [    ] PhD or Pursuing          [    ] 
5. Years in Service  
1year – 5 years              [    ] 6 years – 10 years         [    ] 11years – 15 years        [    ] 
16 years and above       [    ] 
6. Position Held in organization  
Senior Management      [    ] Middle Level Management     [    ] 
Non-Management                    [    ] 
SECTION B: MAIN STUDY QUESTIONS  
TECHNOLOGICAL INNOVATIONS 
1. Does technological innovations affect the performance of Packaging Industry Limited 
Yes     {    }     
No   {    } 
2. To what extent does technological innovation affect the performance of Packaging 
Industry Limited? 
Very Great Extent   {    }  
Great Extent    {    } 
Moderate Extent    {    }  
Little Extent      {    } 
No extent         {     } 
3. How effective are technological innovations at Packaging Industry Limited? 
Very Effective   {    } 
Effective   {    } 
Moderate Effective   {    }  
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Little Effective     {    } 
Not Effective        {     } 
4. Technological innovation has increased the general profitability of Packaging Industry 
Ltd?  
Strongly Agree  {    }  
Agree   {    } 
Not sure    {    }  
Disagree   {    } 
Strongly Disagree        {     } 
5. According to the technological innovation strategies adapted by Packaging Industry 
Ltd which ones do you think contributed in Return on investment?  
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 
PRODUCT INNOVATIONS 
6. Does product innovation affect the performance of Packaging Industry Limited? 
Yes     {    }     
No   {    } 
7. To what extent does product innovation affect the performance of Packaging Industry 
Limited? 
Very Great Extent   {    } 
Great Extent    {    } 
Moderate Extent    {    }  
Little Extent      {    } 
No extent         {     } 
8. Has the organization developed new products from raw materials different from 
previous products?  
Strongly Agree   {    }  
Agree    {    } 
Not sure      {    }  
Disagree       {    } 
Strongly Disagree        {     } 
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9. New product development has improved customer satisfaction at Packaging Industry 
Ltd?  
Strongly Agree   {    }  
Agree    {    } 
Not sure      {    }  
Disagree       {    } 
Strongly Disagree        {     } 
10. In what ways are the organization new design product functionalities different from 
previous products?  
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 
MARKET INNOVATIONS 
 
11. Does market innovation affect the performance of Packaging Industry Limited? 
Yes     {    }     
No   {    } 
12. To what extent does market innovation affect the performance of Packaging Industry 
Limited? 
Very Great Extent   {    } 
Great Extent    {    } 
Moderate Extent    {    }  
Little Extent      {    } 
No extent         {     } 
13.  Improving service quality is organization key objective in market innovation strategy  
Strongly Agree   {    }  
Agree    {    } 
Not sure      {    }  
Disagree       {    } 
Strongly Disagree        {     } 
 
14. Customer satisfaction is part of our market innovation strategy 
Strongly Agree   {    }  
Agree    {    } 
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Not sure      {    }  
Disagree       {    } 
Strongly Disagree        {     } 
 
15. How has market innovation strategy helped the organization to achieve its strategic 
goals? 
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 
PROCESS INNOVATIONS 
16. Does process innovation affect the performance of Packaging Industry Limited? 
Yes     {    }     
No   {    } 
17. To what extent does process innovation affect the performance of Packaging Industry 
Limited as result of polythene bags ban? 
Very Great Extent   {    } 
Great Extent    {    } 
Moderate Extent    {    }  
Little Extent      {    } 
No extent         {     } 
18. The organization is keen on value addition on product delivery process? 
Strongly Agree   {    }  
Agree    {    } 
Not sure      {    }  
Disagree       {    } 
Strongly Disagree        {     } 
 
19. The organization has decreased variable cost in relation to logistic process  
Strongly Agree   {    }  
Agree    {    } 
Not sure      {    }  
Disagree       {    } 
Strongly Disagree        {     } 
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20. How has the company increased delivery in terms of speed in relation to logistical 
processes? 
…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 
Thank you for your participation 
 
 
 
 
 
 
